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Consumer responses to clearance sales,
 both in terms of
 consumer satisfaction with the
 decision 
process and in
 terms of subsequent store
 choice behavior, are explored in the paper through four 
controlled experiments conducted involving
 clearance sales in a consumer
 choice and decision 
satisfaction context.
 The results suggest that
 consumer response to clearance sales
 is driven to a 
large
 extent by two factors:
 the effect of a
 clearance sale on the available options of goods and the 
degree of store loyalty. Response to a clearance sale
 was found to be
 a function of two
 primary 
forces-the degree to
 which a consumer was
 personally committed to the
 discount sales alternative, 
and changes
 in the difficulty of
 making a decision due
 to limitation of buying options. Overall, the 
discussion  of  results  of
  the  four  studies  presented  in  the  paper  demonstrates  that  consumer 
response
 to clearance sales, both in
 terms of decision
 satisfaction levels and observed
 store-loyalty 
behavior, are strongly
 influenced by the variables of price sensitivity, attractiveness of products, 
store-loyalty and perceived value on available brands. 
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This  study
  analyzes  the  business  setting  of  a  firm  in
  which  a  clearance  sale  stimulates  the 
response from
 consumers in a cyclical seasonality viz. summer and post-Christmas winter spring 
clearances offered by the self-service retail stores. Theoretically, it is
 suggested that consumers 
will
  react  favorably  to  a
  clearance  sale  however  customer  values  go  negative  for  the  high-
technology and high use value products in proportion to
 the consumer's individual behavior to the 
discount sales option.
 It may be argued that individual consumer behavior to a buying
 option is a 
function
 of preference for the
 option, whether it is
 a considered option or any choice constraint
 is 
personally directed. The consumer
 response is also affected by
 search associated with making a
 
decision on a clearance sale. Consequently, when a
 clearance sale leads to an
 increase in decision 
difficulty
 consumers will respond more
 negatively or indifferently, while if the
 clearance sale 
leads to a
 decrease in difficulty and offers a wider product line, the
 response to a clearance sale
 
can be positive. The
 results across a series
 of micro-studies discussed in this paper evidence that 
consumer response
 to clearance sales is positively
 related to the importance
 of  price advantage 
while is inversely related
 to the change in
 decision difficulty or intimidation of search costs. The 
studies
  show  that  consumers  respond
  to  clearance  sales  by  changing
  their  evaluations  of 
satisfaction
  with  the  decision  process
  and  by  changing  their
  store-loyalty  or  brand-loyalty 
behavior, but not
 by changing their satisfaction
 with the consumption of




The implication of consumer
 response to clearance sales is
 substantial, particularly  given the
 
prevalence of clearance sales with predetermined cyclicality in
 self-service stores (e.g. Hess and
 
Gerstner 1987; Lazear 1986; Schary and Christopher
 1979). Clearance sale levels of
 25 to 50 
percent in retail
 settings have found to
 be the predetermined expectation of the consumers, rather
 
than  an  exceptional  offer  in  the  retail  self  service  stores  (Rajagopal,  2006
a).  More  recently,
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clearance  sales  have  become  a
  major  problem  for  online
  merchants,  due  to  both
  traditional 
forecasting problems and
 poor links between their
 inventory systems and their
 web sites (Forbes 
1999).  The  series  of  micro-studies  presented  in  the  paper  seeks  to  develop  estimates
  of  the 
potential cost
 of clearance sales, both in
 terms of consumers' decision
 satisfaction levels and in
 
terms of the impact
 of a clearance sale on
 actual store-loyalty behavior.
  
     
The following section examines the research contributions on two
 of the factors that
 are most 
critical  in
  understanding  and  predicting  consumer
  response  to  clearance  sales.    This  paper 
discusses  the  results
  of  four  experiments  based  on  a
  framework  for  understanding  consumer
 
response to clearance sales and set of hypotheses developed accordingly. Each study attempts to
 
demonstrate varying consumer response
 to clearance sales as well
 as to identify the
 conditions 
under  which  clearance  sales
  might  increase  versus  decrease
  consumers'  evaluations  of  the
 
decision experience. The first
 three studies focus on consumer responsiveness to clearance sales, 
measured  in  reference  to  their  derived  satisfaction  while  the  fourth  study  examines
  both 
evaluative and behavioral
 response to clearance sales by
 measuring store-loyalty behavior. The 
final  section  of  the  paper  wraps-up  the  overall  findings,
  discusses  the  implications  of
  these 
findings for researchers,




Response Behavior to Clearance Sales 
  
The retail self-service stores which largely operate in chain are based on the rationale of touch, 
feel and pick which provides consumers a wide range of options to make buying decisions. The 
in-stores promotions and do it yourself (DIY) opportunities constitute the major motivation for 
the buyers and also support their decision making process. Motivational forces are commonly   6 
accepted  to  have  a  key  influencing  role  in  the  explanation  of  shopping  behavior.  Personal 
shopping motives, values and perceived shopping alternatives are often considered independent 
inputs into a choice model, we argue that shopping motives influence the perception of retail 
store attributes as well as the attitude towards retail stores (Morschett et.al, 2005). In retail self-
service store where consumer exercises in-store brand  options, both service and merchandise 
quality exert significant influence on store performance, measured by sales growth and customer 
growth, and their impact is mediated by customer satisfaction. The liberal environment of the 
self-service  stores  for  merchandise  decisions,  service  quality  and  learning  about  competitive 
brands are the major attributes of retail self-service stores (Babakus et.al, 2004). The retail self-
service stores offer an environment of three distinct dimensions of emotions e.g. pleasantness, 
arousal and dominance. The retail self-service stores operate on a market size effect and a price 
cutting effect (Konishi, 1999).  
 
As the retail self-service stores display wide range of multi-brand products the consumers enjoy 
higher  chance  of  finding  preferred  products  (a  market  size  effect).  On  the  other  hand, 
concentration of stores leads to fiercer price competition (a price cutting effect). A number of 
researchers
  have  dealt  indirectly  with
  consumer  response  to  clearance  sales.
  Farquhar  and 
Pratkanis (1987)
 studied the
 impact of "phantom" alternatives
 (unavailable options) on consumer
 
choice probabilities and proposed
 a context-dependent model of
 choice. Whereas most traditional
 
models  of  individual  consumer
  choice  have  assumed  that
  the  addition  of  an
  unavailable 
alternative to a
 choice set will have
 no impact on the
 ratios of choice probabilities
 among the 
original  alternatives
  (Luce  1959),  Farquhar  and
  Pratkanis  demonstrate  cases  in
  which  this 
assumption is
 violated.  Merrilees and Fam (1999) observed that the clearing sales is a dominant 
part of modern retailing worldwide. As a marketing tool it has always had an important and   7 
legitimate  role  in  creating  consumer  excitement  and  in  clearing  surplus  or  obsolete  stock. 
However, in recent years the sale has become ubiquitous and pervasive and, apparently, used to 
excess, threatening profit margins and even the survival of certain retailers that rely too much on 
them. There are some critical issues associated to the price sensitive consumer behavior, whether 
customers are equally price-sensitive while purchasing products for functional (e.g. purchasing 
frozen vegetables, toiletries or paper towels) versus hedonic (e.g. purchasing a high technology 
computer or a video camera) consumption situations and whether perceived value derived during 
consuming  the  product  influences  price  sensitivity.  It  may  also  be  stated  that  higher  price 
volatility makes consumers more sensitive to gains and less sensitive to losses, while intense 
price promotion by competing brands makes consumers more sensitive to losses but does not 
influence consumers’ sensitivity to gains (Han et.al, 2001). 
 
Research  on  deferred
  decision  making  presents  an
  interesting  counter  to  studies
  investigating 
response to the
 removal of an option
 to choose. Works
 by both Tversky and
 Shafir (1992) and 
Dhar
 (1997) describes situations in
 which people may wish
 to add an alternative
 to a choice set.
  
The prospect theory laid by Tversky and Khanman (1981) proposes that the intensity of gains 
plays  strategic  role  in  value  enhancement  as ( ) p x pt xt g G ∂ ∂ = .  In  this  equation,  xt G   offers 
competitive  advantage  in  a  given  time  t  and  the  promotional  strategies  are  implemented  to 
enhance the customer values in reference to product specific gains as expressed by ( pt g ). In the 
above expression x represents the volume of goods while p denote the price of goods.  Tversky 
and
 Shafir argue and demonstrate
 that as the conflict
 between items in a
 choice set increases, 
people
 become more likely to
 defer making a decision
 and, in some cases,
 explicitly request that 
additional
 options be added to
 the set. Similarly, Dhar
 found that consumers were
 more likely to   8 
defer
 choice or select a
 no-choice option under conditions
 of increased conflict between
 choice 
alternatives. Assuming a simple
 probabilistic model of consumer
 choice (e.g. Guadagni and
 Little, 
1983) the value
 associated with the option
 to choose should be
 a function of both
 the utility 
associated  with
  the  choice  category.  As
  both  the  importance  of
  the  choice  category  and
  the 
preference for an
 alternative outlet increase, the value associated
 with the option to
 choose a 
particular alternative becomes critical.
  
 
Research on consumer reaction to price has been largely confined to examining consumers’ price 
information search, evaluation of price alternatives, and individual purchase behaviors without 
regard to situational influences. At the same time, consumption has often been dichotomized in 
terms of its functional-hedonic nature and closely associated with the level of satisfaction leading 
to determine the customer value influence (Wakefield and Inman, 2003). As the new products are 
introduced, a firm may routinely pass these costs on to consumers resulting into high prices. 
However a less obvious strategy in a competitive situation may be to maintain price, in order to 
drive the new product in the market with more emphasis on quality, brand name, post-sales 
services and customer relations management as non-price factors. In many ways, such strategies 
of a firm with the new products may drive the consumer behavior towards being sensitive to the 
price  increase  when  it  comes  to  making  a  buying  decision.  Some  of  the  marketplace  and 
experimental  studies  show  that  consumers  are  more  sensitive  to  changes  in  price  than  to 
innovation and new products introduced by the firm (Gourville and Koehler, 2004).  As discussed 
above,




 is predicted that the
 magnitude of this positive response will be proportional
 to the 
value of
 an option to select
 the discount sales alternative. Hence, it may be hypothesized as:
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H1:  Consumers
 offered
 with a clearance sale
 of an attractive alternative
 will be more 
satisfied
 and will hold higher
 store-loyalty rates than similar
 consumers without 
being offered any clearance sales. 
 
Shugan  (1980)  argues  that  the  attribute
  rating  covariance  between  two
  alternatives  low-price 
brand switching and high price branded products without discounts leads to differences
 in the 
difficulty  to  choose.  Duncan  and  Moriarty  (1998)  point  out  that  each  of  the  new  generation 
marketing  approaches    include  customer  focused,  market-driven,  outside-in,  one-to-one 
marketing, data-driven marketing, relationship marketing, integrated marketing, and integrated 
marketing communications that emphasize two-way communication through better listening to 
customers and the idea that communication before, during and after transactions can build or 
destroy important brand relationships. However, consumers will prefer less
 difficult in making 
decision as impulse on the clearance sales would be stronger than factors determining the buying 
decisions. Thus, as
 the difficulty in buying decisions increases
 due to a clearance sale ruling over 
the brand loyalty,
 a more negative response
 to the clearance sale is
 expected, independent of any
 
short-run price advantages. The hypothesis may be delineated in the above reference as:  
 
H2:   A
 clearance sale offered to the consumers increases
 the difficulty of making
 a 
product selection which may lead to lower levels
 of satisfaction and lessen the 
randomness of variety-seeking behavior 
 
It may be understood that as
 the attractiveness of a
 choice option increases, negative
 response of 
consumers  buying  in  clearance  sales  will  decrease.  However,  exercising  choice  options  in 
clearance sales will be a
 function of two factors
 that are related to
 the process of comparing
 a   10 
brand-based  product  alternatives  and  price  advantage  directed  at  the
  particular  category  of 
products. Some research studies discuss the long term value concepts of loyal customers and 
advocate the models of building customer value through traditional relationship marketing. Most 
importantly, these are expected to raise their spending and association with the products and 
services  of  the  company  with  increasing  levels  of  satisfactions  that  attribute  to  values  of 
customers (Reichheld and Sasser, 1990). In the most optimistic settings, such value creation is 
observed to generate new customers for new products in view of the customer relationship and 
value management strategies of the firm (Ganesh, et.al., 2000). Epstein (1998) analyzes the case 
of clearance sales in a store selling than selling one commodity at discounted price. Conditions 
and rules of thumb are shown in which it is optimal to increase the price of one product while 
decreasing the price of another. A linear demand model and a numerical example are presented, 
showing that the price of one product decreases while the price of the other product may increase 
or decrease in different periods. The following hypothesis is therefore framed:  
 
H3:  The intention of the consumers towards buying the products in the clearance sales 
depends on the attractiveness of the offer, store loyalty and the level of perceived 
conflicts in decision process.  
 
 In general, consumers believe that they
 will be able to
 choose freely in the clearance sales offer 
and that is perceived as behaviorally directed advantages, which is much
 more likely to lead
 to 
high levels of
 experienced reactance. Hammock and
 Brehm (1966), argue that clearance sales 
attract the secondary buyers like parents as children were allowed
 to freely choose toys more than 
the expected volume to take
 home. Half the participants
 were allowed to choose
 which of the two
 
toys  they  wanted  to
  take  home.    Ndubisi  and  Moi  (2005)  discuss  that  the  clearance  sale   11 
announcement  has
  a  much  greater  personal
  direction  than  a  loyalty  buying.  In  addition,  the 
moderation role of fear of losing face (or embarrassment) also acts a driving factor in rushing 
towards  the  clearance  sale.  The  fear  of  losing  face  significantly  moderates  the  relationship 
between in-store display and clearance sale. In the similar context Gilbert and Jackaria (2002) 
highlighted  in  their  research  that  only  price  discount  promotions  proved  to  be  statistically 
significant on consumer's reported buying behavior.  In the process of making buying decisions 
in the clearance sales, the purchase acceleration and product trial are found to be the two most 
influential variables related to a discount.  Thus, the hypothesis may be frames as: 
  
H4:   The clearance sale offer increases the influence on individually directed decision 
which  would  manifest  in  higher  satisfaction  levels  in  short-run  against  the 
standard disposition of consumers towards buying unfamiliar brands. 
 
The magnitude of consumer
 response to clearance sales is
 weighed in two ways- evaluative and 
behavioral. Firstly, consumer satisfaction
 with the decision process leading to the expected level 
of satisfaction is measured, which may be expressed as one
 of a number of
 cognitive and affective 
responses
  that  may  result  from
  a  clearance  sale.  In  a
  study  of  consumer  durable
  purchases 
Westbrook,  Newman,  and
  Taylor  (1978)  introduced  the
  basic  concept  of  satisfaction
  with 
consumers'  experience  in
  arriving  at  purchase  decision.
  They  argued  that  while
  substantial 
research had been
 performed on consumer satisfaction
 with the use or
 consumption of a good,
 
little  research  had  addressed
  consumers'  experiences  of  learning
  about  brands  and  product
 
categories or deciding which
 option to purchase. The results of the study conducted by Oakley 
(1996) reveals that greater success in sales of fashion goods sales is significantly associated with 
a more ambitious and speedier launch clearance of older inventory to allow the inflow of new   12 
fashion  goods  effectively.  The  retail sales performance and the  customer value  approach  are 
conceptually and methodically analogous. The satisfaction is the customer's perception of the 
value received in a transaction or relationship and it helps in making re-patronage decisions on 
the basis of their predictions concerning the value of a future product. It may be thus stated that 
the customer value paradigm is contemporary, which includes many elements of the customer 
satisfaction  paradigm  and  is  being  more  widely  adopted  and  deployed  by  the  firms 
(Hallowell,1996; Gale,1997) Fitzsimons, Greenleaf,
 and Lehmann (1997) further argue on the 
issues    of    consumers’  decision
  satisfaction  by  demonstrating  that  decision
  satisfaction  is  a 
significant
 contributor to consumers' overall
 satisfaction judgments and is
 conceptually distinct 
from satisfaction
 with the consumption of
 a good. They find
 in various factor analyses
 that the 
underlying dimensions
 of decision and consumption
 satisfaction are separate and
 identifiable. 
 
In the following section the paper attempts to examine
 the impact of both
 decision difficulty and 
personal
 commitment to a choice
 option on consumers' response
 to clearance sales through a 
series of four experimental studies. The
 first study examines the consumer perceived values and 
cognitive relationship buying decisions with respect to clearance sale
 and demonstrates a positive 
effect  of  clearance  sales  of
  unfamiliar  brands  on  decision
  satisfaction.  In  studies  2
  and  3 
commitment to
 the clearance sales is
 kept high, and two
 different manipulations (i.e., set
 size and 
an  attraction-style
  set  composition)  show  that
  clearance  sales  that  decrease  the
  difficulty  of 
making a
 decision can lead to
 increases in consumer decision
 satisfaction. In the fourth
 and final 
study,  the  issue
  of  decision  satisfaction
  of  the  consumer  emerging  from  the
  clearance  sales 
towards  significant
  increase  in  store-loyalty  behavior  has  been  discussed.
  The  store-loyalty 
measure provides information on
 the magnitude and impact
 of consumer response to
 clearance 
sales, and validates the
 decision satisfaction measure by
 providing a link between
 the evaluative   13 
measure and
 behavior. Interestingly, in each of
 these studies, the premise confirming the effect of 
clearance sales
 on actual behavior (i.e.,
 store-loyalty) is driven







 the relationship between a
 clearance sale (and the resultant
 loss of the option
 
to choose the alternative)
 and consumer decision satisfaction.
 In addition to examining the
 basic 
negative impact of
 clearance sales  in reference to the availability of product options and assorted 
brands  on  consumer  decision
  satisfaction  (Hypothesis  1)  this
  study  attempts  to  explore
  the 
potential  moderating  role
  of  consideration  of  the  clearance
  sales  alternative  on  consumer
 
response.  As
  hypothesized  above  (Hypothesis  4),
  it  is  anticipated  that
  consideration  of  the 
alternative
 unfamiliar brands lead to






  attempts  to  analyze  the  consumer  preferences  and  factors  influencing  consumer 
response to
 clearance sales leading to decision satisfaction. In each of
 the cases described in
 the 
first study, consumers
 keep their preferences easy and compromising while making decisions in a 
clearance  sale.  In  this  way,  any
  negative  consumer  response  due
  to  a  clearance  sale  is
  a 
conservative measure of
 consumers' reaction emerging from the factors of low product choice, 
product assortment of unfamiliar brands and restrictions on returnablility of the product. 
  




 is a 2 ×
 2 full factorial between-subjects
 design. The first factor
 is the availability of 
choice of goods in the clearance sale affecting the buying decisions of consumers. The second 
factor
  is  whether  the  clearance  sale  offer  creates  the  store-loyalty.
  The  cover  story  for
  the 
experiment was that
 a self service store of specialized commodities viz. Suburbia in Mexico 
announces the clearance sales of fashion apparel and strategically aimed at augmenting the store-
brand-loyalty from all segments of consumers. Data has been collected inviting 64 respondents to 
participate  in  this  study  who  had  positive  and  negative  preferences  towards  making  buying 
decisions in the clearance sales. The respondents were parents and relatives of the undergraduate 
students studying the course on international marketing during the spring and fall semesters of 
2005.  Participants  were
  presented  initially  with  a
  booklet  that  contained  the
  introduction  and 
focus of the study  as outlined above, with
 a disclaimer stating that
  “due to limits on
 sample 
quantities, all formulations
 may not be available
 to all participants.” Participants
 also received a 
description
 of the alternatives and
 their ratings on each
 attributes associated with the product 
preferences, value perceptions, store-loyalty and the like. Participants were
 classified into three 
categories  (C1,  C2  and  C3)  considering  four  different  decision  attributes  -  price,  brand 
association, choice of goods
 and days overall store loyalty in buying goods in the clearance sales. 
This process led to three principal clusters of respondents as stated below:  
 
Cluster-C1:   Consumers,  who  recognize  positive  influence  of  the  low  price 
offers irrespective of brand, choice of goods or perceived value in 
buying of unfamiliar brands when offered in the clearance sales,   15 
Cluster-C2:   Consumers, who recognize negative influence of the brand name or 
company  name  association  in  buying  of  unfamiliar  brands, 
irrespective of price, choice of goods and relative advantage, and   
Cluster-C3:   Consumers, who just determine store loyalty as principal attribute 
in making buying decisions in the clearance sales offered by a self 
service store.  
 
There are four independent variables used in the study- price, choice of goods, perceived risk and 
parent brand name. The dependent variable is measured as consumer perspectives on decision 
making towards buying goods in clearance sales of largely unfamiliar brands. The entire variable 
was measured by multiple items. A large number of statements have been structured to acquire 
the agreement or disagreement of the respondents towards their cognitive behavior associated 
with  the  brand  and  company  name.  The  statements  had  a  7-point  scale  ranging  from  ‘fully 
disagree (1)’ to ‘completely agree (7)’.
 Participants were asked to
 place an X in
 a box beside the
 
formulations which they would
 be most likely to
 consider choosing (either three
 or four of the
 six 
alternatives, depending on
 condition and instructions). Pre-testing
 indicated that 92
 percent of 
participants made
 these particular assortment selections
 in each of the




Results and Discussion 
 
The data collected from respondents were tested for its reliability applying the Cronbach Alfa 
test. Variables derived from test instruments are declared to be reliable only when they provide 
stable and reliable responses over a repeated administration of the test. It has been observed from   16 
the test results that the variables associated with price, choice of goods, perceived risk and parent 
brand name showed the highest reliability.  The significance tests and clustered mean values of 
the selected variables have been exhibited in Table A-1.  
 
//Table A-1 about here// 
 
The Wilk’s Lambda, a multivariate analogue of the coefficient of alienation was also tested for 
the major variables which derived significant values and upon individual consideration of the 
predicators, all showed a statistically significant influence on the dependent variable except the 
variable  denoting  the  expertise  associated  with  the  company  which  enhances  the  customers’ 
satisfaction and augments their value (p=0.128 >0.05). The mean values on the variable segments 
of the clusters of respondents reveal that there is the largest gap between C1 and C2 on perceived 
risk and a considerable separation may also be seen on perceived brand difference between the 
same clusters. However, the difference among all the three clusters C1, C2 and C3 are marginal in 
reference to the other two variable segments- brand and company name association and customer 




 was measured with seven point scales, one to
 measure decision satisfaction and
 a 
second to measure
 consumption satisfaction (Fitzsimons et
 al. 1997; see Appendix-A
 for a list of
 
the attributes). While decision
 satisfaction is the primary
 focus, Fitzsimons et al.
 (1997) reported a 
moderate
 positive correlation between measures
 of decision and consumption
 satisfaction. Thus 
each aspect
 of satisfaction is measured
 separately, and consumption satisfaction
 is included as a
 
covariate in the analyses.
 The measure of
 decision satisfaction (means for
 the four independent   17 
variables ranged
 from 6.41 to 6.39)
 yielded a Cronbach coefficient ( ) α  of 0.84, while
 the measure 
of consumption
 satisfaction had  ( ) α  of 0.81. The results of
 the analysis of covariance
 found the 
model was
 significant {F (4, 64) =
 16.6, p < .001},
 with an R
2 of
 0.681. Consumption satisfaction 
was
 a significant covariate (F
 = 18.9, p <
 .001). The main effect
 of consideration set membership
 
was not significant, while
 the main effect for
 alternative availability was significant
 (F = 13.6, p
 < 
.01). More important,
 the interaction between the
 two terms was also
 significant (F = 12.8,
 p < 
.01). The correlation
 between the two factors
 was r = 0.36,
 similar to correlations of
 0.37 and 0.39  
and a factor
 analysis of the 8
 items found two factors
 with eigenvalues greater than
 one, with the 
six
 consumption items loading highly
 on one factor, while
 the six decision items
 loaded highly on 
a
 second factor. Planned contrasts were performed
 to
 measure the level of
 decision satisfaction 
( )
j
si D  for i consumer in the j
th store, among
 several contingency conditions.
 As might be expected
 
from the significant two-way
 interaction, the magnitude of
 the clearance sale effect (the
 difference 
between  an  available
  and  a  clearance  sale  condition)
  varied  across  the  consideration
  set 
conditions. Essentially, the
 negative clearance sale effect was
 significant only in conditions
 in 
which the clearance sale
 was a member of
 the participant's consideration set.
 A contrast between 
(i)
  the  in-consideration  set  and
  available  condition  (mean  ( )
j
si D =  8.01)  and  (ii)
  the  in-
consideration set and
 discount sales condition (( )
j
si D  =
 7.64) demonstrated a significant
 difference 
(F  =  19.3,
  p  <  .001),  while
  a  contrast  between  (i)
  the  not-in-consideration  set  and




 9.27) and the (ii)
 not-in-consideration set and discount sales
 condition (( )
j
si D = 
9.77)
 was not statistically significant
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Study 1-B 
 
A duplication of study-1-A was also performed,
 with the addition of
 a personalized clearance sale 
condition
 in which participants received
 a clearance sale announcement that
 was targeted more 
directly
  toward  them.  While  providing
  further  opportunity  to  examine
  Hypothesis  1  and 
Hypothesis
 3, study 1-B also







 a 2 (inclusion or
 exclusion of the described
 alternative in the consideration
 set) × 3 
(clearance  sale
  announcement:  none/impersonal/personal)  between-subjects  design.
  The 
procedure is very
 similar to that employed
 in study 1-A with
 a few minor modifications.
 In this 
study participants
 were also asked to
 attempt to guess the
 purpose of the study. Data has been 
collected  inviting  87  respondents  to  participate  in  this  study  who  had  positive  and  negative 
preferences towards making buying decisions in the clearance sales. The respondents were parent 
of the undergraduate students studying the course on international marketing during the spring 
and fall semesters of 2005.  During this experimental study, participants were served with a note 
which read:
 “All alternatives are available
 at this time.” Participants
 in the impersonal constraint
 
conditions received a note
 stating that in this study Cluster-C2 is eliminated and brand loyalty is 
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Results and Discussion 
 
Cronbach  coefficient
  ( ) α   of  0.78  for
  decision  and  0.86  for
  consumption  satisfaction  were 
obtained
  for  decision  satisfaction  measures.  Similar
  factor  analysis  results  to
  study  1-A  were 
observed.
 Sample sizes, means, and
 standard deviations for each
 of the six conditions
 on the 
composite decision
 satisfaction measure are shown
 in Table 1. In addition
 to the consumption 
satisfaction
 covariate, two categorical variables
 were included in the
 analysis of variance as
 class 
variables:  consideration  set
  membership  (in/out)  and  form
  of  clearance  sale  announcement 
(none/impersonal
  clearance  sale  announcement/personal  clearance  sale  announcement).
  The 
overall model was
 significant (F(4, 87) = 7.6,  p < .0001),
 as was the  covariate
  consumption 
satisfaction  (F  =
  7.4,  p  <  .001).
  The  main  effect  of
  presence  or  form  of
  clearance  sale 
announcement was significant
 (F = 6.6, p
 < .001), as was
 the main effect of
 consideration set 
membership (F
 = 4.3, p <
 .05). As in study
 1-A, the interaction between
 the two terms was
 
significant (F = 4.8, p <
 .05).  
 
Two planned contrasts
 were run for both
 the self-reference conditions
 and the non-self reference 
conditions.  The  non-self  reference  conditions  are  influenced  by  the  word-of  mouth,  referral 
interactions and psychodynamics at the point of sales. The first contrast
 between (i) the  self 
reference conditions and available announcement
  of store based clearance sales (( )
j
si D = 8.27)
 
and (ii) the non-self reference decisions clearance sale
 announcement condition (( )
j
si D  =
 6.46) 
demonstrated a significant
 difference (F = 18.9,
 p < .001). Similarly,
 a planned contrast between
 
(i) the self-reference decisions
 and available store based announcement condition
 (( )
j
si D  = 5.96) 
and
 (ii) the non-self reference decisions and forced buying decisions (( )
j
si D  = 5.47)
 also proved   20 
significant (F
 = 6.9, p <
 .05). However, consistent with
 study 1 results and
 with expectations, 
when these
 two planned contrasts were
 run for the consumer decision process
 sets no significant
 
differences were found.
 The Eigen values have been computed to estimate the shared variance 
between  the  respective  optimally  weighted  canonical  variates  of  dependent  and  independent 
variables. The canonical correlations analysis has been derived considering the set of dependent 
and independent variables representing the canonical functions. The analysis of the data indicates 
that the first function (F1) has the highest eigenvalue (0.539) which accounts for 89.36 percent 
while  the  second  function  (F2)  has  shown  relatively  smaller  eigenvalue  (0.152)  with  11.64 
percent of the explained variance. The analysis reveals that the canonical correlations for F1 and 
F2 are 0.637 and 0.174 respectively. Accordingly, it may be stated that the F1 is superior to F2. 
The  Table  A-2  exhibits  the  standardized  canonical  coefficients  of  discriminate  functions  and 
functions at group centroids. 
 
//Table A-2 about here// 
 
The results show that the value of coefficients among the variable segments V1 and V2 are of 
higher degree for canonical function F1 which describes that these two variables, perceived risk 
and  perceived  brand  difference,  are  basically  associated  with  the  function.  Similarly,  the 
company  name  and  customer  value  variables  are  associated  with  the  function  F2  as  the 
coefficients show relatively higher values. In reference to the clusters of respondents, the segment 
C1 which represents positive influence of brand name in consumers’ behavior of respondents 
shows the highest value on function F1 while C2 represents the lowest value as the function F1 is 
associated with perceived risk and perceived brand difference variables.  
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Discussion
 on Study 1-A and 1-B 
 
The results of
 both study 1-A and
 study 1-B provide strong
 support for Hypotheses 1,
 3, and 4. As
 
predicted,  a  clearance  sale  of
  a  low  choice  alternative  of  goods
  led  to  a  negative
  consumer 
response. In addition,
 the clearance sale impact on
 decision satisfaction was evidenced by the
 
significant  interaction  between  self  reference  and  externally  motivated  criterion  in  both  the
 
studies.  These  results  support
  the  contention  that  consumer
  response  to  clearance  sales  is
 
moderated  by  price  and  non-price  factors.    Both
  types  of  decision
  satisfaction  process  of 
consumers led to
 support the consumption behavior in the clearance sales significantly and show 
the  extent  of  influence  which
  makes  the  consumers  committed  to
  a  particular  discount  sales 
outlet. This process dynamics supports the store brand loyalty of consumers towards going for a 
clearance sale.  In both components of
 study 1 consumer response
 to clearance sale is
 found to be 
positive. Further the studies 2 and 3
 examine situations in which
 situation clearance sales actually 
lead to
 increases in decision satisfaction,
 while the principal
 purpose of the studies
 is to explore 
the
 role of decision difficulty
 in consumer response to








 a second major influence
 on consumer response to
 clearance sales is the 
effect
 of a clearance sale on
 the level of difficulty
 in making a decision.
 However, unlike the 
consistently
 negative effect of losing
 an option to choose,
 decision difficulty can either
 decrease or 
increase due
 to the presence of
 a clearance sale. For example,
 the clearance sale may lead
 to a   22 
head-to-head  comparison
  of  two  perfectly  correlated  alternatives  and  may  result
  in  a  more 
difficult
 decision. This would be
 expected to yield conflicting
 consumer response and decreased
 
decision satisfaction levels. In
 this case, as hypothesized
 in Hypothesis 2, the
 clearance sale may 
actually lead
 to higher levels of
 satisfaction. The second and
 third studies each focus
 on a case in
 
which clearance sales affect the
 difficulty of making a
 decision in such a
 way as to lead
 to positive 
consumer response







 2 is a 2
 × 2 between-subjects factorial
 design with factors (i)
 size of the alternative
 set (six 
alternatives  vs.
  thirteen  alternatives)  and  (ii)
  presence  or  absence  of
  a  clearance  sale.  The 
procedure
 was similar to that
 employed in study 1.
 Participants in the small
 set size condition 
were
 presented with the same
 set of six alternatives
 as in study 1-A. Participants assigned
 to the 
10 conditions supporting or rejecting their buying decisions in clearance sales.
 The additional 
four alternatives
 were designed to have
 only minor differences from
 the first six alternatives
 and 
to add little
 in terms of a
 range of choices, etc.
 If participants
 were in the clearance sale
 conditions 
the discount sales alternative
 had a “not currently available on specific brand” tag
 printed over the 
alternative,
  in  such  a  way
  that  participants  could  still
  examine  the  alternative's  attribute
 
information if they desired
 to do so.  
 
Results
 and Discussion 
 
A pretest of
 decision difficulty levels was
 conducted in which four
 groups of 22 participants each 
(with one less in a group)
 evaluated the difficulty level
 of making a decision
 for each of the
 four   23 
conditions (1 =
 not at all difficult,
 7 = extremely difficult).
 Results supported the contention
 that 
difficulty decreased significantly
 due to a clearance sale
 for large set sizes
 (t = 4.15, p
 < .05), but 
not
 for small set sizes
 (t = 0.62, p
 > .10). Results of
 the main study found
 a Cronbach coefficient 
( ) α   was  0.79  for  the
  six-item  measure  of  decision
  satisfaction.  An  analysis  of
  variance  was 
performed in
 which the categorical variables
 were the size of
 the alternative set (small/large)
 and 
alternative availability (available/out
 of stock). The results
 of the analysis of
 variance found that 
the
  model  was  significant  {F  (4,
  87)  =  5.7,  p
  <  .05},  with  neither
  main  effect  statistically 
significant.
  The  interaction  between  the
  two  terms  was,  however,
  found  to  be  statistically
 
significant (F =9.2, p <
 .05). Two
 planned contrasts were performed
 on the level of
 satisfaction 
with the decision
 between several of the
 conditions. A contrast between
 (i) the large volume of 
clearance sales and available price (( )
j
si D  = 7.12) and
 (ii) the volume of clearance sales and 
attributes of displayed goods (( )
j
si D  = 8.92) demonstrated
 a significant difference (F









 study 2 are supportive
 of Hypothesis 2 and,
 interestingly, demonstrate a pattern
 of 
results opposite to
 that of study 1.
 In a context of
 volume of clearance sales in
 which the option of 
goods had
 little value associated over the price, a positive consumer
 response to a clearance sale
 is 
observed. The results
 of study 2 suggest
 that consumer response to
 clearance sales is driven by
 
self reference decisions on values associated with the discount sales alternative.
 The difficulty of 
choosing
 an  alternative  is also
 related to consumer response
 to clearance sales. This result
 is 
important  not  only
  from  the  perspective  of
  understanding  the  role  of
  difficulty  in  consumer   24 
response
 to clearance sales but also
 given the fact that
 it provides data that
 suggest that the results
 
of study 1 are
 not simply an experimental
 relic. The study
 3 further examines the conditions in 
which a
 clearance sale might lead to
 decreases in the difficulty
 experienced by a consumer
 when 
trying to choose








 demonstrated that under certain
 conditions (i.e., large set
 sizes) clearance sales can lead
 to 
positive consumer response,
 as hypothesized in Hypothesis
 2. In the current
 study these findings 
are
 extended to examine another
 context in which the
 difficulty in the process of making buying 
decision
  is  affected  in  the  clearance  sales.
  A  considerable  body  of
  knowledge  has  been 
accumulated
  on  the  effect  of
  the  composition  of  the
  choice  set  on  consumer
  affective  and 
cognitive response
 (e.g., Lynch, Chakravarti, and
 Mitra 1991; Simonson and
 Tversky 1992). The 
customer  values  are  created  towards  the  new  products  through  individual  perceptions,  and 
organizational and relational competence (Johanson et.al., 2001). The firms need to ascertain a 
continuous organizational learning process with respect to the value creation chain and measure 
performance of the new products introduced in the market. In the growing  competitive markets 
the large and reputed  firms are developing strategies to move into the provision of innovative 
combinations  of  products  and  services  as  'high-value  integrated  solutions'  tailored  to  each 
customer's  needs    than  simply  'moving  downstream'  into  services  (Davies,  2004).  The 
attractiveness  of  new  products  is  one  of  the  key  factors  affecting  the  decision  making  of 
customers and in turn is related to market growth and sales. The higher the positive reactions of   25 
the customers towards the new products in view of their attractiveness, the higher the growth in 





 3 is a 2
 × 2 between-subjects factorial
 design. The factors are
 (i) presence or absence
 of a 
clearance sale and
 (ii) alternative receiving the
 announcement. In order to run this experiment 114 
respondents  were  selected  and  were  briefed  in  the  process  of  previous  experiments.  The 
instruction  sheet  contained  alternative  descriptions  on  one
  of  the  asymmetrically  dominated
 
alternatives  having  tag  stating  “Available  on  regular  price”
  or  “Available  on  discount  price” 
depending on
 whether the participant was
 assigned to control or
 clearance sale conditions. Control 
conditions
 received an announcement of clearance sales
 to administer any
 potential differences 
caused by
 increased salience due to
 the clearance sale announcement itself.
 Participants then made 
a
 choice, consumed a sample,
 and completed both decision
 and consumption satisfaction items.
  
 
Results and Discussion 
 





c) the decision and consumption satisfaction
 scales proved 
reliable. The model has been described briefly in Appendix-B. The Table A-3 exhibits the degree 
of appreciation of customer value generated through the advertising and promotional strategies of 
the firms towards enhancing the consumer value on clearance sales.  
 
//Table A-3 about here//   26 
 
The product attractiveness, brand value, retailer services on the offered goods in the clearance 
sales influences the process of making buying decisions. The analysis of the data presented in the 
above  table  reveals  that  there  is  a  close  association  among  the  variables  of  communication, 
organizational dimensions and the perceived values of the customers towards new products. The 
data reveals marginal gaps among these variables which lead to enhance the customer values. The 
overall
 model was significant (F(4,
 114) = 5.48, p
 < .001), as was
 the main effect of
 the clearance 
sale factor (F
 = 13.7, p <
 .001). Consistent with previous
 studies, the consumption satisfaction
 
covariance  was  also  significant
  (F  =  7.3,  p
  <  .001).  In  a  parallel
  analysis  with  consumption 
satisfaction
 as the dependent variable
 was found insignificant (F(4,
 114) = 0.89, p
 < .10). The 
interaction between features of the product attractiveness and behavioral intimacy attributes was 
significant for both positive {F(4,114 ) = 9.01, p <(.01)} and negative {F(4, 114) = 11.04, p (< 
.001)} impacts. When the interpersonal communications share positive attributes on clearance 
sales, the correlation between brand preference and the valence index of recall was found  higher 
as compared to the expectation (high vs. low variability) of consumers (r's = .56 vs. .22; z = 2.01, 
p < .05). This difference in
 correlations between high and
 low variability was negligible
 when the 
information  featured
  unique  attributes  (r's  =
  .55  vs.  .58;  z
  =  -.07,  p  >
  .94).  Consistent  with 
hypothesis
 3, the results of the study endorses the intention of the consumers to depend on the 
offer  attractions,  store  loyalty  and  perceived  conflicts  in  decision  process  by  the  consumer 
towards buying the products in the clearance sales. An ANOVA
 on the evaluation index
 of the 
cognitive attributes associated with brand behavior of customers in reference to the advertising (α 
=  .91)  yielded
  a  main  effect  of
  positive  attitude  for  the  brands  that  are  associated  with  the 
advertisements close to the cognitive dimensions of customers {F(4, 114
 = 5.37, p <
 (.05)}. It 
also  yielded
  two  two-way  interactions  between
  expected  variability  and  effectiveness  of   27 
advertisements  {F(4,  114)  =
  3.98,  p  <  (.05)}
  and  features  of  communication    and
  attribute 
uniqueness that have close match to the personality of customers {F(4,114)
 = 6.70, p <
 (.01)}. 
These effects were
 qualified by a significant
 three-way interaction {(F(4, 114)
 = 5.22, p <(
 .05)}.  
 
These
  results  provide  additional  support
  for  Hypothesis  3  and
  show  that  decreasing  decision 
difficulty through a clearance sale
 can actually lead to
 a positive consumer response.
 A
 clearance 
sale of an asymmetrically
 dominated alternative reduced the
 choice set to two
 strong alternatives 
that were
 equally matched but negatively
 correlated and a third
 alternative that was dominated
 by 
one of the
 two strong alternatives. The clearance sale
 led to a shift
 in choice probabilities, which
 
suggested that  an  attraction
 style  effect was operating. Consumer  response measured
 through 
decision  satisfaction  also
  showed  that  participants  were
  more  satisfied  in  the
  clearance  sale 
condition than in
 comparable full choice but




Consumer Behavioral Response to Clearance Sales
  
 
The first three studies
 have demonstrated interesting effects
 of clearance sales, both positive
 and 
negative, on consumers'
 satisfaction with the decision
 process. While this evaluative
 measure of 
the impact
 of a clearance sale is
 clearly important, the question
 of whether the clearance sale
 will 
result ultimately in
 any behavioral change naturally
 follows. Numerous researchers have
 shown 
links between satisfaction
 and various behavioral outcomes
 (e.g., complaining behavior, repeat
 
purchase intentions, etc.(Yi,1991). Thus this
 study examines not only
 the impact of clearance   28 
sales
  of  considered  versus  unfamiliar  brands  on  decision  satisfaction






This  study  was  conducted  with  110  undergraduate  students  enrolled
  in  the  undergraduate 
program on marketing at ITESM, Mexico City Campus who received partial
 course credit for 
participating in this research study during the 2 semesters of academic year 2005. They were
 
randomly assigned to conditions
 in a 2 (target:
 product or selected brands)
 × 2 (processing goal:
 
perceptions or no
 explicit impression) ×
 2 (presentation order: positive
 first or negative first)
 
between- subjects design. The respondents of the study were
 told that they would
 be mapping 
their perceptions in reference to the fashion apparel.
 Next, they were given
 instructions to form an
 
impression on the brands’ personality reviewing the advertisements connected with them. Two
 
independent raters counted the
 total number of positive
 and negative attributes recalled.
 Ninety-
three percent of clearance sale attributes were classified as
 positive or negative by
 both judges 
while the remaining
 (7%) attributes were either
 incorrectly recalled or judges
 disagreed on these 
attributes.
 These attributes were exempted from analysis. 
 
Results and Discussion 
 
Paired
 t-tests on the positive and 
 negative perceptions indicating similarities of personality and 
brand identification with their own personality indicated that positive
 attributes (M = 7.27)
 were 
rated as more
 favorable than both neutral
 {M = 5.19; t(114)
 = 25.59, p <
 (.001)} and negative 
attributes
 {M = 2.51; t(114)
 = 52.54, p <
 (.001)}. Negative attributes were
 rated as less favorable
   29 
than neutral attributes {t(114)
 = -38.64, p <
 (.001)}. Separate ANOVAs on
 these indices as well
 as 
on information relevance
 and attribute importance revealed
 no effects (p's >
 .15).
 An ANOVA on 
the
 number of similarities of customer personalities with the emotional attributes of store loyalty 
yielded a main
 effect of processing goal
 {F(1, 110) = 4.29,
 p < (.05)}, a
 main effect of identifying 
the product choice {F(1,110 ) =
 7.29, p < (.01)},
 and a two-way interaction
 between processing 
goal and relative economic advantage {F(1, 110) =
 7.15, p < (.01)}.
 These propositions were also
 
qualified by a significant
 three-way interaction {F(1, 110)
 = 5.63, p <(
 .05)} among the positive , 
negative and indifferent perceptions of the customers associated with the emotions associated 
with the store loyalty. An ANOVA on
 the number of dissimilarities between the personality of 
the customer and psychodynamics associated with emotions of the brand yielded a
 main effect of 
processing goal {F(1, 110) =
 10.33, p < (.01)},
 and two two-way interactions
 between processing  
goal and product choice{F(1, 110) =
 8.14, p < (.01)}.
 Consistent with
 hypothesis 4, these findings
 
imply that customers tend to look for clearance sales in familiar stores which represent closeness 
in terms of the psychographic and emotional attributes. This
 effect is stronger when
 the displayed 
brands in clearance sales represent near similarities with the customers’ own personality.  
 
The simple effect tests
 were administered on the data sets which expected low variability, the 
results  demonstrated  more  positive  and
  fewer  negative  attributes  when
  positive  behavioral 
attributes of buyers was presented
 earlier vs. later {M's
 = 2.84 vs. 2.17;
 F(1, 101) = 4.86},
 p < .05, 
for
 positive attributes and M's
 = 2.08 vs. 2.78;
 F(1, 101) = 4.85,
 p < .05, for
 negative attributes). In 
contrast,
 under high variability, more
 positive and fewer negative
 attributes were found when
 
buyer attributes were transferred to the store loyalty (M's
 = 2.88 vs. 2.08;
 F(1, 101) = 7.07,
 p < 
.01,  for
  positive  attributes  and  M's
  =  1.96  vs.  2.63;
  F(1,  101)  =  4.53,
  p  <  .05,  for
  negative 
attributes).  These  results  of  the  study  confirm  the  hypothesis  4  as  effective  consumer-brand   30 




 response to clearance sales was
 measured by tracking the
 rate of store loyalty
 across 
conditions. The relationship between the clearance sales offer  and customer decision is largely 
governed by the psychographic variables that can be measured broadly by the closeness and 
farness  of  the  personalities  of  brand,  product  attractiveness,  store  loyalty  and  customer 
personality. The relationship attributes between the brand and customer relationship is exhibited 
in Figure A-1.  
 
// Figure A-1 about here // 
 
The psychographic bond between the brand and customer would be stronger and attributed with 
emotions  when  the  store  loyalty  and  customer  personality  match  closely  as  explained  in  the 
quadrant B in Figure 1. On the contrary when the personality attributes of the store loyalty and 
customers do not match with each other the relationship gets detached (quadrant C) and needs to 
be rebuilt for reviving the same. The companies attempt persuasive measures to bridge the gap 
between store loyalty  and customer personalities when it is observed that the brands are thriving 
to  create  image  but  are  unable  to  live  to  the  customers’  expectation  (quadrant  A).  The 
relationship  becomes  discrete  when  the  attributes  of  customer  personality  attempt  to  get 
acquaintance with non-responding brands as discussed in quadrant D of the above referred figure. 
 
 




The behavior towards the clearance sales has been discussed in
 a series of studies
 in reference to 
consumer  personality  traits  resulting  in  significantly  different
  levels  of  decision  satisfaction.
 
Consumers exposed to a
 clearance sale are substantially more likely to return to
 the same store on
 
their next shopping trip.
 The magnitude of the




 a clearance sale can have
 on a consumer's purchase
 experience.
 The findings 
of the four
 studies indicate that clearance sales
 lead to substantial consumer
 response in a number
 
of different choice contexts.
 Response to a clearance sale
 was found to be
 a function of two
 
primary forces- the degree to
 which a consumer was
 personally committed to the
 discount sales 
alternative, and changes
 in the difficulty of
 making a decision due
 to limitation of buying options. 
Studies  2  and
  3  demonstrated  two
  separate  choice  contexts  on  personal  commitment  to
  the 
clearance sale
 in reference to the difficulty of consumers in making buying decisions due to low 
choice on goods.  
 
In all, the results of
 the four studies demonstrate that consumer response
 to clearance sales, both 
in
  terms  of  decision
  satisfaction  levels  and  observed
  store-loyalty  behavior,  are  strongly
 
influenced  by  the  variables  of  price  sensitivity,  attractiveness  of  products,  store-loyalty  and 
perceived value on available brands. While consumption satisfaction
 was significantly related to
 
decision satisfaction evaluations, it
 was not itself directly
 affected by any of
 the clearance sale 
manipulations. The results clearly
 show that clearance sales affect
 consumers' decision experience 
to  some  extent,  but  not
  their  consumption  experience.  Further,
  the  effect  on  the
  consumers' 
decision  experience  is
  strong  enough  to  be
  evidenced  in  subsequent  store
  choice  decisions.
 
However  in  clearance  sales  offered  by  the  self  service  stores,  the  trade-offs  must  be  made   32 
between the breadth of product assortment and the store’s ability to maintain adequate levels of 
inventory for each of the products and brands the store decides to include in the offer. It has been 
observed in the study that the perceptions on brand name in reference to brand risk and brand 
differences have been the prime factors in making buying decision for new brands among the 
consumers. More attention is being paid by the consumers to ascertain the brand name associated 
with the unfamiliar brands as the consumer feel high risk averse and entangle in decision making 
with perceived brand differences. The perceptions of the consumers on the corporate reputation 
and values associated therewith also influence the level of confidence on the brand name. The 
influence of brand name would be higher if the consumers perceive that the companies vary in 
delivering the product with a competitive advantage and augment their level of satisfaction. The 
study revealed that high perceived risk and brand difference induce the consumers to review the 
brand name in the process of making buying decisions. 
 
It  may  be  required  for  a  store  to  invest  on  appealing  communication  strategies  for  creating 
awareness on the unfamiliar brands to influence the decision of consumers towards buying those 
brands that they have not tested before, in the event of clearance sales. The study reveals that the 
customer  value  is  embedded  in  the  functional  variables  of  new  product  development  and 
positioning in a given market. The individual consumption behavior is largely value driven. The 
model  discussed  in  this  paper  has  been  tested  and  the  fit  of  the  customer  values  have  been 
estimated by adjusting the tangible and intangible variables. The framework for measuring the 
customer  values  discussed  in  this  paper  provides  analytical  dimensions  for  establishing  the 
customer relationship by the firm and to optimize its profit levels by gaining the competitive 
advantage in the short run.  
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Limitations of the Study 
 
The results of the four studies discussed in the paper are subject to a
 number of limitations. The
 
most important limit relates
 to the interpretation of
 the store-loyalty data and
 their relationship to 
clearance sales.
 Thus
 the magnitude of the
 observed behavioral responses to
 clearance sales may 
represent  the
  upper  end  of  consumer
  response.  This  assumption
  is  not entirely  unrealistic,
  as 
consumers  are  often
  under  time  pressure  or
  are  in  geographically  constrained
  situations  that 
require immediate
 choice. However, as has
 been suggested by previous
 research (Greenleaf and 
Lehmann
 1995; Schary and Christopher
 1979), consumers often decide not to choose
 in response 
to a
 clearance sale situation. Assuming that a clearance sale is a cyclical phenomenon with the 
self service stores, the issue of
 managing
 the customer value may be one of the significant areas, 
which may provide some
 interesting opportunities for future research.
 Despite methodological 
and relational limitations, the current research might have provided a new direction for exploring 
many research questions ahead.
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Appendix A
  
Core questions  
Common Scale 1 = strongly
 agree, 7 = strongly
 disagree 
1.  I have low choice in the clearance sales than expected. 
2.  Given
 the alternatives to choose from the known brands in regular sales,
 I would prefer to 
buy in the clearance sales being sensitive the price. 
3.  What is the level of satisfaction with the
 product you chose? (Scale
 1 = extremely 
satisfied,
 7 = extremely dissatisfied) 
4.  I
 am very displeased with
 the product I purchased in the clearance sale. 
5.  I
 am very happy with
 the product I purchased in the clearance sale. 
6.  The choice of goods I bought is similar to my ideal choice. 
7.  I found the
 process of deciding which
 product to buy frustrating in clearance sale. 
8.  Several
 good options were available
 for me to choose
 in the market but I preferred to be 
store loyal. 
9.  How satisfied or dissatisfied
 are you with your
 experience of making buying decision of 
unfamiliar brands offered on discount  in the clearance (Scale 1 = extremely
 satisfied, 7 = 
extremely
 dissatisfied) 
10. I thought the choice
 selection was good. 
11. I would
 be happy to buy goods in the clearance sales repeatedly. 
12. I
 found the process of
 deciding which product to
 buy in the clearance sale has been an 
interesting experience. 
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Appendix B 
 
According  to  the  customer  choice  model  of  Giannakas  and  Fulton  (2002),  individuals  are 
assumed to consume optimum one unit of the product of their interest within a given time. The 
construct of the model of customer behavior, assumes that prior to choice of clearance sales, 
customer i derives perceived use value, for t regular products offered in the self service stores 
without price discounts, having  vi U  willingness to pay  for the regular price products on the 
perceived used value of customer i at price p.  In order to explain the customer preference to the 
product and estimating the brand value in reference to this study it may be derived that customer 
obtains the perceived use value ( )
t
vi p U −   from consuming regular price product.  The customer 
also exercises his option of buying a high value substitute (products offered in the clearance 
sales) at an alternate price 
a p  where ( )
t a p p ≥ . Hence without availability of clearance sales, the 
customer value Cs may be derives as: 
 








i p U p U p U Cs − = − − = ∞ − , 0 lim       (i)  
 
Following the scenario when the customers get access to the clearance sales, customers enhance 
the perceived use value of the product by factor vi E . This parameter is subjective to the customer 
decision in view of their preferences towards consuming organic products. However, due to lack 
of awareness, advertising and sales promotions, many customers may not be able to establish 
their preferences explicitly towards the regular  price products.  If  α  represents the consumer 
segment for the clearance sales products, the customers would access the products and perceive   36 
its value by( ) vi E α . Accordingly, the customer value for the products bought in the clearance sales  
are made available  by the stores  may be described as: 
 








i B p U E p U Cs , , 0 lim − − − = ∞ − α         (ii) 
 
Wherein, the expression  
AP
i Cs  denotes the enhancement of customer value for products offered 
in the clearance sales in a store with reference to the advertising and promotion strategies and 
vg
i B  represents the brand value of stores perceived by the customers. Further, 
AP
i Cs  may  be 
understood as a function of interpersonal communication  ( )
IP
i Cs comprising word of mouth and 
referrals, commercials( )
ma
i Cs  and point of sales promotions( )
ps
i Cs . Hence, the factors influencing 













i Cs Cs Cs f Cs             (iii) 
 
Motivational forces are commonly accepted to have a key influencing role in the explanation of 
shopping behavior. Personal shopping motives, values and perceived shopping alternatives are 
often considered independent inputs into a  choice model.  It is  argued that shopping motives 
influence  the  perception  of  retail  store  attributes  as  well  as  the  attitude  towards  retail  stores 
(Morschett  et.al,  2005).  The  liberal  environment  of  the  self-service  stores  for  merchandise 
decisions, service quality and learning about competitive brands are the major attributes of retail 
self-service stores (Babakus et.al, 2004). The retail self-service stores offer an environment of 
three distinct dimensions of emotions e.g. pleasantness, arousal and dominance. The change in   37 
the customer value observed among the products offered on regular price and in clearance sales 
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The model assumes that if  rs N number of customers in a given retail store has preferred to offer 














            (v) 
 
Customers choose the product which offers maximum utility in reference to the price, awareness 
and promotional advantage over products offered on regular price. Hence, the customer value for 
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= α 1               (vi) 
 
Where, 
vi E C  represents the  customer value in total derived by all factors. Value and pricing 
models have been developed for many different products, services and assets. Some of them are 
extensions and refinements of convention models on value driven pricing theories (Gamrowski 
and Rachev, 1999; Pedersen, 2000). There have also been some models that are developed and 
calibrated addressing specific issues such as model for household assets demand (Perraudin and   38 
Sorensen, 2000). The key marketing variables such as price,
 brand name, and product attributes 
affect customers' judgment
 processes and derive inference on its quality dimensions leading to 
customer satisfaction. The experimental study conducted indicates that
 customers use price and 
brand name differently to judge the
 quality dimensions and measure the degree of satisfaction 
(Brucks et.al., 2000). The value of corporate brand endorsement across different products and 
product lines, and at lower levels of the brand hierarchy also needs to be assessed as a customer 
value driver. Use of corporate brand endorsement either as a name identifier or logo identifies the 
product with the company, and provides reassurance for the customer (Rajagopal and Sanchez, 
2004).   
 
The cost of acquiring products in  a clearance sales offered by the self service stores would be the 
difference  in  traditional  good  price,  variation  in  the  perceived  use  value  and  search  cost  as 
indicated  by( )
sc
i C   for  each  customer.  Hence  the  appreciation  of  customer  value  to  obtain  
products in the clearance sales may be expressed as: 
 








i Cs C p E C − + + = ∆




i C  represents the cost of acquiring the products in the clearance sales from a given self 
service store.  The competitive advantage of a firm is also measurable from the perspective of 
product attractiveness to generate new customers.   Given the scope of retail networks, a feasible 
value structure for customers may be reflected in repeat buying behavior (R ˆ ) that explains the 
relationship of the customer value with the product and  associated marketing strategies. The 
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The repeat buying behavior of customers is largely determined by the values acquired on the 
product. The attributes, awareness, trial, availability and repeat (AATAR) factors influence the 
customers towards making re-buying decisions in reference to the marketing strategies of the 
firm. The decision of customers on repeat buying is also affected by the level of satisfaction 
derived on the products and number of customers attracted towards buying the same product, as a 
behavioral determinant (Rajagopal, 2006
b).  
 
The new product attractiveness may comprise the product features including improved attributes, 
use of advance technology, innovativeness, extended product applications, brand augmentation, 
perceived use value, competitive advantages, corporate image, product advertisements, sales and 
services policies associated therewith, which contribute in building sustainable customer values 
towards making buying decisions on the new products (Rajagopal, 2006
b). The attributes of the 
new  products  lead  to  the  satisfaction  to  the  customers  and  is  reflected  through  the  product 
attractiveness  ( x F ).  It  has  been  observed  that  the  products  in  the  clearance  sales  have  been 
considered as new and experimental products in Mexico by a significant number of consumers. 
Hence  product  attractiveness  ( ) x F   may  be  explained  along  the  associated  variables  in  the 
following equation as: 
 




t vi x p Z q Cs E F ∏ = , , , α         (ix)   40 
 
Wherein, q denotes quality of the product and  xi Z  represents the services offered by the retailers 
towards prospecting and retaining customers who intend to buy the products in the clearance 
sales. The customer value may also be negative or low if the attributes are not built into the new 
product to maximize the customer value as per the estimation of the firm. The perceived use 
value of customers by market segments  vi E α  is a function of advertising and promotion
AP
i Cs , 
and price appreciation 
a p  and retailer services  xi Z in a given time t.  Hence ∏  has been used as 
a multiplication operator in the above equation. The quality of the product and volume are closely 
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Table A-1: Significance tests and Clustered mean Values of the variables under study 
Clusters’ Means 
Variable segments
  Cronbach 
( ) α  
Wilk’s
( ) λ
a  C1  C2  C3 
V1 
 Price  advantage  in  Clearance 
Sales 
0.835  0.736 
(0.201)
+  4.97  6.12  5.82 
V2 
Choice  of  Goods  and  Risk 
perceived by the customers  
0.795  0.927 
(0.163)
+  5.71  7.52  6.24 
V3 
Brand  and  company  name 
association  
0.847  0.984 
(0.233)
+  4.43  5.84  5.69 
V4 
Customer  value  enhancement 
through store- loyalty   
0.645  0.938 
(0.128)
 ++  4.05  4.68  5.14 
a Figures in parentheses represent p-values  
+ p = > 0.01 and 
++ p = >0.05 
 
Table A-2: Canonical Values and Fit of the Model 
Variable Segments  Respondent Clusters  Canonical 
Functions  V1  V2  V3  V4  C1  C2  C3 
F1  0.837  0.577  0.061  0.316  0.874  -0.152   -.0249 
F2  -0.173  0.264  0.326  0.632  0.114  0.227  -0.106 
 
 




















0.936  0.783  0.891  0.441
**  34.72 
Point of Sales 
Promotions 
0.947  0.842  0.781  0.616
*  39.22  Knowledge based 
Media appreciation  0.941  0.732  0.866  0.648
*  41.31 
Retailer services  0.921  0.736  0.912  0.592
**  44.21 
Store based  Product 
attractiveness 
0.943  0.839  0.911  0.398
**  42.81 
p values *<.05 and **<.01  






Figure A-1 Relationship Traits between Store Loyalty  
and Customer Personality 
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